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Oleh 




Tujuan penelitian ini adalah untuk meneliti peran mediasi citra merek 
terhadap hubungan suasana toko (store atmosphere), persepsi harga dan kualitas 
produk pada minat beli. Peneliti menggunakan kuisioner sebanyak 32 pertanyaan 
dalam memperoleh data.  Populasi penelitian ini terdiri dari konsumen Kedai 
Conel sebanyak 160 orang yang dilakukan dengan teknik sampling convenience. 
Data yang terkumpul dari kuisioner dianalisis melalui analisis regresi dan analisis 
structural equation model (SEM),  dengan menggunakan bantuan perangkat 
AMOS 22.  
Berdasarkan penelitian ini, terdapat 10 hipotesis, 4 hipotesis diterima dan 
6 hipotesis ditolak. Empat hipotesis yang diterima antara lain (1) Suasana toko 
berpengaruh positif signifikan pada citra merek, (2) persepsi harga berpengaruh 
positif signifikan terhadap citra merek, (3) Suasana toko berpengaruh positif 
signifikan terhadap minat beli dan (4) kualitas produk berpengaruh positif 
signifikan terhadap minat beli. Enam hipotesis yang ditolak antara lain (1) kualitas 
produk berpengaruh signifikan terhadap citra merek, (2) persepsi harga 
berpengaruh pada minat beli, (3) citra merek berpengaruh positif signifikan 
terhadap minat beli  dan ketiga hipotesis mediasi ditolak, (4) Citra merek 
memediasi suasana toko ke minat beli, (5) citra merek memediasi persepsi harga 
ke minat beli dan (6) citra merek memediasi kualitas produk ke minat beli.  
 








The Influence Of Store Atmosphere, Perceived Price And Product Quality on 
Costumer’s Purchase Intention Through Brand Image  
(Study on Customer Of Kedai Conel - Surakarta) 
By : 




This study aimed to investigate the mediating role of brand image in the 
relationship between store atmosphere, perceived price and product quality on 
purchase intention. In this study researcher-made questionnaire with 32 questions 
was used. The statistical population included Kedai Conel’s costomers, through 
which 160 people were selected  by convenience sampling to respond research 
questionnaire. Data resulted from  research questionnaire were analyzed by 
regresion and structural equation model (SEM) analyze, with Amos as a tool. 
 Therefor, based on this study there are 10 hypothesis, which 4 hypothesis 
are accepted and the rest are rejected. The fourth hypothesis are (1) Store 
atmosphere affects positive and significant on brand image, (2) Perceived price 
affects positive and significant on brand image, (3) Store atmosphere has positive 
and significant effect on purchase intention, and (4)Product quality has positive 
and significant effect on purchase intention. The six hypothesis are rejected 
included (1)product quality has positive and significant effect on brand image, 
(2)perceived price has positive and significant on purchase intention, (3)brand 
image has positif and significant on purchase intention, an d the three of mediation 
hypothesis were all rejected. Brand image was not proven to have positive and 
significant effect in relationship between (4)store atm osphere, (5)perceived price, 
and (6)product quality on consumer’s purchase intentions.  
 
Keywords : Store Atmosphere, Perceived Price, Product Quality, Brand 
Image, Purchase Intention. 
 
